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ABSTRACT 
 
 
 
 
 
 
The use of the Internet has increased dramatically over recent years and is 
now regarded as the best channel for distribution of products and services of various 
types of businesses, such as internet banking services. As most financial institutions 
are currently seeking ways to boost Internet banking adoption rates, trust is also being 
examined as a significant issue in the relationship. This can be attributed to the fact that 
bank customers are concerned about the security involved in processing such sensitive 
material as financial information.  Moreover, significant factors of trust are involved 
and these include: accessibility, privacy, security, quality, usability, user’s knowledge 
and disposition to trust. These can all have an impact on customer trust in adopting 
internet banking.  Based on previous models with aforementioned variables that are 
theoretically justified as having an influence on trust, a relevant research model was 
developed to test eight (8) hypothesized paths among the study’s variables.  These 
include, namely: accessibility, privacy, security, quality, usability, user’s knowledge, 
disposition to trust, trust, as well as the rate of internet banking adoption. Data was 
collected by survey questionnaires from a sample of 150 internet banking users. The 
Smart PLS tool was used for data analysis. The results of the data analysis generally 
support the model, as well as all of the proposed hypotheses. In summary, the results 
of this research have shown that accessibility, privacy, security, quality, usability, 
user’s knowledge and disposition to trust were found to have significant influence 
on customer trust.  Trust, in turn, was found to be an important factor in fostering a 
positive attitude toward adopting the services. Several implications for both research 
and practice have emerged and are discussed later in this study. 
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ABSTRAK 
 
 
 
 
 
 
Penggunaan internet telah meningkat secara mendadak sejak beberapa tahun 
kebelakangan ini dan kini dianggap sebagai saluran terbaik bagi pengedaran produk 
dan perkhidmatan pelbagai jenis perniagaan, seperti perkhidmatan perbankan internet. 
Seperti kebanyakan institusi kewangan yang sentiasa mencari kaedah untuk  
meningkatkan kadar penggunaan perbankan Internet, faktor kepercayaan juga 
diambilkira sebagai salah satu faktor yang penting. Ini adalah bersandarkan kepada 
hakikat bahawa pelanggan bank bimbang tentang keselamatan yang melibatkan 
maklumat yang sensitive seperti kewangan. Faktor-faktor kepercayaan ini 
termasuklah: Kemudahan, privasi, keselamatan, kualiti, penggunaan, pengetahuan 
pengguna dan kecenderungan untuk mempercayai yang memberi kesan kepada 
kepercayaan pelanggan dalam menerima pakai perbankan internet. Berdasarkan 
perkara di atas, model penyelidikan yang berkaitan telah dibangunkan untuk menguji 
lapan (8) hipotesis yang berkaitan dengan factor kepercayaan:  kemudahan, privasi, 
keselamatan, kualiti, pengetahuan penggunaan, pengguna, pelupusan kepada amanah, 
amanah, serta kadar penggunaan perbankan internet. Data telah dikumpulkan melalui 
soal selidik kajian daripada sampel sebanyak 150 pengguna perbankan internet. 
Penganalisaan data adalah menggunakan perisian SmartPLS. Secara umumnya, 
keputusan analisis data adalah menyokong kesemua hipotesis yang dicadangkan. 
Secara keseluruhannya, keselamatan, pengetahuan pengguna, privasi, pelupusan 
kepada kepercayaan, kualiti, kebolehgunaan dan kebolehcapaian didapati mempunyai 
pengaruh yang besar ke atas kepercayaan dan kepercayaan pula didapati menjadi 
faktor penting dalam memupuk sikap yang positif ke arah penerimaan perkhidmatan 
ini. Beberapa implikasi untuk kedua-dua bidang penyelidikan dan industri 
disenaraikan dan dibincangkan. 
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